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ABSTRACT 
 
 
Social Media has a growing presence as a source of communication for the 
nonprofit arts sector. However, there is not much research about social media or how an 
organization should use it as a method to improve social media communication with its 
audience.  
During a ten-week summer internship at the Philadelphia Photo Arts Center, I 
conducted social media research and develop a social media plan. I used this experience 
as a case study for this thesis to help describe social media communication and social 
media evaluative metrics.  
The goal of this thesis is to determine if social media can be used as a source of 
communication, if there are metrics that a nonprofit arts organization can track and if 
those metrics can be used to help an organization improve its communication efforts. 
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Chapter One 
Introduction to Social Media in Nonprofit Organizations 
This thesis is about how nonprofit organizations use social media and evaluate 
metrics to improve communication strategies with audiences. There are many nonprofits 
that are using social media; the following are brief examples. In a recent panel discussion 
about how nonprofits communicate and engage the public in art, I asked how the 
organizations were using social media to communicate and if they considered social 
media a vital communication channel. The panel discussion was called Art and Urban 
Change held at the Asian Art Alliance in Philadelphia. Two of the organizations were 
The Civic Center and the City of Philadelphia Mural Arts Porch Light Initiative.  
The Civic Center is based in New Orleans and co-founded by Candy Chang and 
James Reeves. It is a visual arts nonprofit devoted to engaging communities in public 
spaces. I am interested in how the Civic Center uses social media to develop their art 
relationships through social media communication. James Reeves observed how artists 
are using social networks to engage people to be aware in the community and how 
“digital fatigue” causes people to be drawn into real-life communication and action from 
close social networks. Social media addresses the use of technology as a mass 
interpersonal communication that involves people in their communities.  Candy Chang 
discussed the effects and uses of social media on community engagement in the visual 
arts, and how they have used metrics to evaluate the social media reach of their visual 
arts projects.  Chang spoke about the importance of going to the audience, whether it is in 
their neighborhood or on their Internet sites.  In order to facilitate complete discussions 
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and develop the sense of community, The Civic Center has started an online forum called 
Neighborland where neighbors can engage with each other about their neighborhood. 
After evaluating the online forums, she found various setbacks but that it was a largely 
effective way to engage key stakeholders.  
The Porch Light Initiative is a Philadelphia organization that was started through 
a Philadelphia Mural Arts program and focuses on art as therapy and behavioral 
improvement. It follows strict scientific evaluation with particular scientific measures 
including comparison sites in Philadelphia, control sites and control participants in order 
to measure the artistic intervention impact. Porch Light is now implementing a social 
media strategy to determine what evaluative measures for more effective communication 
and to reach out to external audiences to de-stigmatize behavioral challenges. They use 
social media to communicate the outcomes of the successful programs and to engage the 
external audiences. They are still grasping how to really evaluate the social media method 
of community engagement in order to improve the program.  
These are just a couple of examples of how nonprofit arts organizations are using 
social media to communicate with their audiences. Social media has a growing presence 
as a marketing and communication tool for many industries, including the arts. Many 
visual arts organizations use social media for many reasons but have no strategy for how 
they use it, or for evaluating and improving their social media use or communication. 
Organizations that are using social media are sometimes unable to evaluate the available 
metrics to create an effective, actionable social media strategy. Metrics are various tools 
that can be evaluated by an organization measures to improve its social media 
communication. Tracking and evaluating social media requires resources and research 
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that are often unavailable or difficult to use. 
 In nonprofit organizations, social media can be used as a tool for an organization 
to develop relationships with their constituents. A strong social media communication 
network could help members engage and improve membership loyalty. Each organization 
has a choice of specific metrics to evaluate their communication with members.  
 Communication through social media informs people about the organization 
through pictures, updates about events, notifications about members’ accomplishments. It 
can also be used to communicate the organizational identity through ancillary links, 
photos, articles and videos. Social media engagement is the two- way communication of 
two entities. Two-way communication is a transmitted message through a communication 
channel and has a returned message through a communication channel. 
Through evaluating communication methods and social media metrics, 
organizations can improve their current communication strategy through social media. 
An improved plan that focuses on the communication and the implementation of 
evaluated conversations will lead an organization’s stakeholders to be inclined to 
communicate and develop a relationship with the organization. 
 
The literature review provides the history of social media and communication 
theories that might affect social media and how other nonprofit organizations are using 
social media to develop engaging relationships with stakeholders. It reviews on the 
importance of metrics and evaluation in an organizations social media strategy. Selected 
benchmark organizations illustrate how nonprofit arts organizations are using social 
media to communicate with stakeholders and develop relationships with communities.  
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The focus of this thesis is on the functions of social media, the evaluation of 
social media metrics and how to interpret these metrics in order to improve social media 
strategies. The research portion of this thesis will detail a case study of the Philadelphia 
Photo Arts Center (PPAC) and how they determined evaluative metrics to improve 
communication with their audience. The appendix includes a sample social media 
strategic plan, sample evaluative metrics, and definitions of social media terms. 
 
Introduction to Research: 
In a visual arts organization, a social media plan is used as a channel for 
communication. Communication via social media affects the level of engagement and 
relationships of stakeholders. A social media plan addresses the social media presence of 
the organization and its target audience. This thesis includes a model of the cohesive, 
actionable strategic plan that has already been put in place for the Philadelphia Photo Art 
Center. The plan serves as a source of guidelines and evaluation of communication with 
the audience in order to increase the audience engagement. Since the Philadelphia Photo 
Arts Center has already implemented the plan and has the resources to evaluate the 
metrics, the research introduces the creation of a social media strategy and focuses on the 
evaluation of the strategy.  
The evaluation of metrics helps PPAC determine how to keep their plan flexible 
to improve its communication with its stakeholders. Included in the appendix is a model 
of the metrics used by the organization and several examples of qualitative metrics. By 
providing details about the practices of evaluation, the research leads to how PPAC 
evaluates metrics in order to amend and improve social media use and communication 
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with its constituents. There are existing metrics - tools that can help evaluate a non-
profit’s social media use - that can help a visual arts organization evaluate social media 
communication strategy and provide guidelines for improved communication to 
constituency. 
 
Research Questions: 
#1 How can a nonprofit organization use and implement a social media strategy to 
communicate with its audience? 
#2 What social media metrics should be considered and how can they evaluate an 
organization’s communication capacity? 
#2 How has the Philadelphia Photo Arts Center found if the social media metrics are 
successful and to use them to improve the plan? 
 
Research Methods and Process 
 This thesis is a single case study of a specific visual arts nonprofit organization in 
Philadelphia, the Philadelphia Photo Arts Center (PPAC). The data for the case study was 
gathered as PPAC developed the social media strategic plan and began evaluating 
metrics. The study includes quantitative and qualitative primary data. 
During the research process and in creating the strategic plan, it was important 
to validate all of my findings and ideas for the organization with the full-time staff. My 
internship was held at the PPAC’s location, so I was able to validate findings through 
meetings and in immediate conversations. The primary goal of the social media project 
was to determine if social media was an effective platform to efficiently communicate. 
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I was hired as the Social Media Marketing Intern at the PPAC for ten weeks 
from June to August 2012. The premise was to research the current social media presence 
by using quantitative and qualitative metrics and determine a six-month Social Media 
Marketing Plan. The Philadelphia Photo Arts Center has decided to monitor the plan by 
tracking member engagement by the following engagement definitive metrics:  
On social media platforms, members participate and communicate with the 
organization by Liking or Following the organization’s page on Facebook or Twitter; 
clicking, “Liking,” sharing or commenting on the organization’s social media content. 
By evaluating these metrics, we discovered what topics and engagement activities 
members prefer to participate, in as well as what PPAC might use in the future as a more 
efficient way to participate with the organization on Facebook and Twitter.  
I have compared the members who are the most engaged on social media with 
the members who are the most engaged in real life. Members participate and 
communicate by participating in member activities; using the photography printing lab; 
enrolling in classes; teaching workshops; entering artwork for exhibits. 
Metrics compared the members that have a social media presence and members 
without a social media presence. Those members were cross-analyzed to understand how 
they participated in a real-life presence at the organization. In order to research real-life 
presence, I used administrative data to compile a list of current, new and lapsed members; 
status of membership, student, teacher or artist; participation in exhibits and donations 
exceeding membership dues. A description of this data compares social media presence 
to real-life presence. However, to ensure member privacy, details are not included.  
As I researched the social media presence of PPAC, I had access to its 
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Facebook and Twitter accounts. I compiled qualitative data during engagement projects 
and communications for members. I tracked frequent interaction with members that 
developed working relationships with individuals and organizations. These interactions 
are included as qualitative data. 
Research compiled is about the social Internet, especially Facebook and Twitter 
because the desired audience is most present on these platforms. For Facebook, 
quantitative and qualitative data was gathered from Facebook Insights and qualitative 
data through creating engagement projects and communications for members.  Facebook 
Insights examines how many people the organization was able to reach with posts, the 
popularity of posts, etc.  
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FIGURE 1.1: Sample of data from Facebook Insights 
 
We decided to use Hootsuite to update and evaluate statistics from Twitter. 
Hootsuite is a social media dashboard that permits platform updates, schedules, tracking 
and includes a free tool to evaluate Twitter. On Hootsuite, PPAC is able to examine 
Twitter for the popularity of specific posts and the leading influencers on Twitter.  
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FIGURE 1.2: Sample of data from Hootsuite for the evaluation of Twitter 
 
PPAC now analyzes both platforms through Google Analytics, an evaluative 
tool through Google that compiles data about how individuals travel between specific 
Internet websites. I have compiled qualitative data as I created engagement projects and 
communications for members. On Google Analytics, I was able to examine how many 
times Facebook and Twitter directed traffic to the organization’s website and how that 
traffic was converted to engagement with the organization once at the website. 
The data compiled about social media was cross - analyzed to organizational 
documents and administrative records. In order to maintain privacy for the organization 
and the members, detailed evidence of these records is not included in the thesis. This 
aspect reveals further limitations as the data collected was intended for operational 
purposes rather than for research. 
This thesis includes the descriptive observation of a social media-marketing 
project at the organization. During my research, the staff and I experimented with 
different tactics. Some of the social media experiments were live tweet events, contests, a 
Pinterest member blog, and posting about member and the organizational achievements. 
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 The descriptions of these projects are included as observational research and address the 
importance of evaluating these projects. 
All of the metric data was compiled into an outline to determine what aspects 
of the plan can be improved and what aspects of the plan are successful. This compilation 
helps determine how to implement the missing aspects or leverage the successful aspects 
in order to improve the plan. The staff frequently reviewed the compilation to determine 
which metrics would be the most actionable. 
As I researched the data, I worked closely with the staff at the Philadelphia Photo 
Arts Center. The Development Director and Executive Director answered questions about 
the organization and about the real-life participation of specific members. We also 
worked closely in devising micro-plans, social media tactics, evaluative tools, policies 
and the entirety of the strategic plan.  
During research and experimentation, the social media strategic plan included 
an organizational and environmental analysis for the organization’s social media use; 
detailed goals, objectives and tactics for each platform; an overview of the social media 
audience, a micro-plan, definitions and tips for each platform, a weekly itinerary 
guideline, a social media policy, budget, etc. The plan was flexible during the research 
and evaluative discussion by the staff. A description of this plan is helpful as a guideline 
of how to make social media research actionable. 
 
Limitations 
Social media is hard to evaluate for many industries, and it is even more 
difficult to evaluate for nonprofits. Most industries are able to measure a return on 
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interest when they track how many people have made a purchase through their social 
media account or through promotions on their social media advertisements. PPAC does 
not have goods and services to sell online, or advertisements on social media, forcing the 
evaluative measurement methods to be mostly qualitative. 
A bias may occur since I was employed to research the social media and create 
a strategic plan for the selected nonprofit organization. I compared PPAC with other 
nonprofit’s social media presence. These studies are not the focus of this project or study. 
It is important that every organization assesses their own social media needs in order to 
create their own evaluative tools and plan; this study is not meant to be representative of 
all organizational social media marketing plans.  
This case study focuses on the social media platforms Facebook and Twitter 
because we determined that they are the most widely populated social media platforms. 
Further research and inquisitions about member social media presence showed that other 
platforms did not compare to the reach offered by Facebook and Twitter. It is possible 
that in the future, Facebook and Twitter will become less populated and that other 
platforms will become increasingly popular. This is another reason why it is so important 
for an organization to constantly evaluate metrics so they know they are using the correct 
platforms to communicate with their stakeholders.  
 An organization’s reach on social media platforms includes both stakeholders and 
non-stakeholders. As a part of my research at the organization, I looked at people who 
were engaged in real-life and through social media although they were not members. 
Future research might study the segment of people participating with the nonprofit in 
social media although they are not members and what is keeping them from membership.  
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 Social media is a relatively new source of communication and has not been fully 
researched. The goal for this project was to provide PPAC with a 6 month Social Media 
Marketing Plan that addresses its specific needs. This thesis provides the steps PPAC 
considered while creating its Social Media Marketing Plan and the metrics that were 
considered to evaluate the social media presence. There should be future breadth in 
research regarding the social media communication of nonprofit organizations.  
 
Literature Review 
The primary scope of this paper is regarding how nonprofits can improve the 
social media communication strategy between arts nonprofit organizations and their 
members by evaluating social media metrics.  
 
History of Social Media 
 The Internet was founded by a group of researchers commissioned by the United 
States government in 1969; their main purpose was to create a continual platform for 
communication (Fulton 2002). The Internet they created provides access without location 
dependency, communication networks accessible at any time, and a channel for 
interactivity. This interactivity allows expedited networking for individuals and groups, 
especially through social media (Fawkes 2010).  
 Social media is an Internet interaction tool that combines user-generated content, 
of personal information and interest categories. Social media is built on an Internet 
platform known as Web 2.0 that must be created, modified and maintained by all Internet 
users. User-generated content should be publicly accessible, exhibit creative effort and 
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exclude commercial and marketing purposes (Kaplan 2010). 
 There are several main platform styles that embody social media. There are 
collaborative sites, blogs, content communities and social networking sites. 
Collaborations, like Wikipedia, allow Internet-users to update and post and revise 
information on the web. Blogs, which represent the earliest form of social media, allow 
users to write and display information about personal topics of interest where comments 
and communication are encouraged. Content communities, like Youtube and Flickr are 
sites for uploading images and videos. Finally, there are social networking sites, like 
Facebook and Twitter, which are sites for self disclosure and interaction through profiles 
and updates (Kaplan 2010). 
             People with a dynamic real-life social network combined with social media 
usually populate social networking sites to create a hybrid social interaction. Effective 
social networkers are using social media to extend their real-life network of relationships. 
Social media users are made aware of their real life surroundings, networks and 
communities through social networking sites (Rheingold 2002). In a recent study, 72.5% 
of Internet users also belong to social networking sites. The users with the most 
communicative social media relationships were extroverted in their real life communities 
and were open to communicating through new technology (Correa 2010). 
              Social media evolved out of the original Internet platform, in such a way that 
allows Internet users to interact online in a variety of ways. The Web 2.0 enables 
interaction between people. This is especially apparent when the social media 
communicators have a dynamic real-life network. In order to understand how people are 
using social media for interaction, it is important to review several relevant theories.   
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Social Media Communication and Relevant Theories 
            Two relevant theories that help introduce trustworthy communication strategies 
through social media are the social presence theory and the media richness theory. The 
social presence theory was developed by Short, Williams & Christie in 1976. It states the 
more social presence an entity is able to obtain, the larger the social influence that the 
communication partners have on each other (Mazali 2011). Social influence in social 
media can effect how much a message is able to reach various audiences. Nonprofit 
organizations are also able to influence knowledge of their mission and organizational 
identity by encouraging increased social influence on social media. 
Another theory for social media is the media richness theory, developed by 
Daft and Lengel in 1986. It states that communication is a process in which ambiguities 
are resolved and uncertainties are reduced. The “richness” of the media is determined by 
the amount of resolution the media can provide (Mazali 2011). If an organization is able 
to reduce ambiguities regarding its services and mission to its audience through social 
media, it will gain a strong, rich communication network with its audience. 
            These theories help create an effective social media profile and presence, but the 
effectiveness of the social media communication relies on the effectiveness of the 
communication theory. The communication process generally consists of a source 
transmitting a message through a specific channel that is understood by a receiver; some 
theorists finalize the process with the response or outcome (Fawkes 2010). For the 
purpose of this thesis, communication will be discussed on an interpersonal and group 
level as they apply to interaction and pragmatic perspectives in arts and culture nonprofit 
settings. 
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 Interpersonal communication theorists analyze how individuals extenuate the 
communication theory through the creation of responses or networks. Some interpersonal 
theorists approach research studies by measuring the conditions of communication and 
the outcomes of the communication process between individuals (Roeckelein 2006). 
Interpersonal communication on social media improves response networks between 
individuals and organizations.  
Group level communication will also assist in analyzing social media 
communication between members of an organization and their interaction with the 
organization’s staff. Group theorists analyze communication throughout and between 
groups unified by a specific identity under leadership who are working towards a 
common mission. Groups can aggrandize to organizational or institutional level. Group 
communications can be inter- or intra- group directed (Fawkes 2010). Inter-
communication is between two groups and Intra-communication studies the 
communication within the group. Both Inter- and Intra- communication on social media 
is studied in this thesis. 
There are communication perspectives of the communication theory that 
describe potential productive and engaged social media dialogue. Interaction and 
pragmatic perspectives of the communication theory are based on the affect of 
communication. The interaction perspective helps define social media’s approach of 
creating an online personality by communicating social identities, roles, culture, and self-
disclosure to other individuals within certain environments. The interaction perspective 
refers to an organization’s ability to create an organizational identity through its social 
media presence and allow others to interact with its identity.  The pragmatic perspective 
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studies communication outcomes and consequences of various networks and responses of 
the communication theory (Roeckelein 2006). The pragmatic perspective is used in this 
thesis as it evaluates metrics and determines practical improvements to social media 
strategies.  
The communication theory can be a method to transmit a message in one 
direction; many organizations use social media platforms that allow one-way 
communication and are not conducive for interaction or practical communication 
between individuals and agencies. Social media can function as platforms that people use 
for interaction, discussion, meetings, information dissemination, political participation 
and as a call-to-action (Himelboim 2012). Organizations try to encourage two-way 
communication on social media. The M.A.C. Triad is a framework consisting of 
message, audience and channel that have been used to test the effectiveness of a two-way 
social media communication. When social media messages are aimed towards an 
audience that already has developed a real-life relationship, communication can be very 
effective and timely (Gross 2009). 
These theories offer an understanding on how communication can be initiated 
through social media. The development of relationships between arts nonprofit 
organizations and their members can be expedited through interactive and pragmatic 
communication. The pragmatic evaluation helps form the social presence and media 
richness identities of organizations. Communication theory is a goal of social media 
communication strategies and helps an organization decide which metrics should be 
evaluated. The evaluations of metrics help organizations recognize improvements to be 
made to the social media strategy and aspects of the strategy that should be continued. 
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There is documentation and research about how organizations should use social 
media communications to develop relationships and interact with the public (Bertot 2010; 
Himelboim 2012; Rontynen 2011; Waters 2009). Relationships are often more productive 
when there is a higher trust; there has been much documentation regarding trust, 
openness to disclose discussion on social media and the outcomes of trustworthy social 
media relationships. For social media relationships to prosper, trust must be formed by an 
openness to share (Himelboim 2012). 
Himelboim revealed several sources of trust as important aspects of social 
media communication. Trust between organizations and their constituents are important 
for developing relationships and turning effective communication into real-life 
participation. Furthermore, individuals trusting the group relationship are more likely to 
participate in its respective political concerns and activities (Himelboim 2012). 
Across the Internet, social media experts suggest pairing social media with real-
life communication.  An engaged conversation and more personalized touch are still 
considered necessary to encourage actual two-way communication and action (Belser 
2012, Libman 2004). Metrics in this study compare social media and real-life 
relationships between the arts organization and its constituents. 
 
Use of Social Media by Nonprofit Arts Organizations 
 The Philadelphia arts and culture sector and its social media strategies are 
included to develop a local position for the case study’s social media strategy. Leading 
local foundations have been driving Philadelphia organizations to use social media 
techniques to increase the accessibility of the arts within the city by providing workshops, 
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research, and strategies for using social media as well as incentives for earning funding. 
This has increased the social media innovation, competition and accessibility to arts 
organizations within Philadelphia. Philadelphia has successfully gained participants 
through the creation of art on social media, by curating local social media art events, to 
raise funds through social media crowd-sourcing and micro-giving, to be a cultural 
resource for followers, etc (Dukeman 2012). 
Other research outside Philadelphia refers to how organizations are using social 
media. Richard Waters (2009) studied how nonprofit organizations use social media to 
engage and develop relationships with stakeholders. He found that organizations use 
various social networking sites to interact with volunteers and donors as well as educate 
the public about services and programs. Through these tactics, Waters found that 
organizations are seeking to open communication channels to develop relationships with 
important stakeholders.  
Waters (2009) conducted one study that analyzed 275 nonprofit organizations 
(34 were arts and humanities nonprofits) and how they use their Facebook profile. He 
based his study on social media strategies used by nonprofits and found that most 
nonprofits provide disclosure through openness and transparency of organizational 
details. He found that information dissemination to develop organizational identity was 
not a common strategy. The nonprofits were generally unable to leverage news and 
announcements to generate activity or to effectively publicize public relation efforts. In 
fact, the most popular method used by nonprofit organizations to disseminate information 
was through an organizations discussion boards that actively engaged participants in two-
way communication.  
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Another strategy that Waters (2009) found was interactivity as a source of 
developing a two-way communication. The study revealed that none of the organizations 
included a strategy for their constituents to become more involved, on social media or in 
real-life.  These findings show that if nonprofits were able to evaluate their metrics, they 
would be able to find the gaps in their strategy and improve their ability to engage more 
constituents. Many nonprofits would find that they are not using Facebook or other 
platforms to their full ability even if that is what they were intending to do (Waters 2008). 
 A similar study focused on evaluating the use of Twitter by nonprofit 
organizations categorized content into specific sections: information, community and 
action (Lovejoy 2012). The findings revealed that the majority of the organizations were 
using Twitter as an “information” function, which differs from the other functions 
because it is not used to promote, engage, call for action, foster dialogue or build 
community. These findings about Twitter are similar to Water’s findings for Facebook 
that if nonprofit organizations were evaluating metrics to improve goals for the social 
media communication strategy, they would be able to implement content that would 
promote communication and relationship development with their constituents.  
 
Social Media Metrics and the Importance of Evaluation 
The principal at a Philadelphia social media marketing company speaks about 
metrics when he says “Don’t worry about how many ‘friends’ you have, make sure they 
are active.” Evaluating metrics is the strategy an organization must implement to find if 
their constituents are active and what further strategies should be accommodated to make 
them more active (Dukeman 2012). 
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Philadelphia’s Laurel Hill Cemetery social media has tracked an social media 
metrics over the past couple of years and has found that their social media content is 
“organic and audience driven.” Even so, the President admits that by evaluating 
Facebook Insights, they are able to gauge the popularity of posts (Dukeman 2012).  
There are algorithms that Facebook has implemented that determine what 
content is seen by each individual. The Edgerank algorithm is based on the closeness of 
the relationship between two entities, the relevance or valuable nature of the content and 
how long ago the content was posted. Due to the Edgerank algorithm, a typical 
organization’s page reaches fewer than 8% of fans. Pages can improve the likelihood of 
observed content by increasing engagement on the page, improving the value and 
relevance and keeping the page updated. Evaluating metrics can help the organization 
know what works and what is missing from their social media content. 
There are even different online tools that can be used by organizations to 
evaluate their Edgerank, such as Edgerank Checker and PostRocket. Chat Wittman 
started Edgerank Checker to “reverse-engineer the algorithm by analyzing inputs (posts 
by the page) and outputs (Facebook metrics about which people see those posts.)” 
Wittman believes that the future of Facebook lies with understanding the Edgerank and is 
devoted to understanding the algorithm (Leber 2012). Organizations should know about 
the existence of Edgerank to maintain a direct form of communication with stakeholders. 
Another way that arts nonprofit organizations can use social media to improve 
their communication strategy and increase their reach despite social media algorithms is 
by developing their relationship with leading influencers. Social media influencers spread 
information from the standpoint of an individual instead of from a nonprofit organization 
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(Dubois 2011). Based on the Edgerank algorithm, a message has more reach to 
individuals due to the closeness of individual relationships and the increased validity and 
value of the content. By developing relationships with multiple key influencers, an 
organization has more reach and ability to communicate its message.  
Influencers provide amplification of the organization’s message. An 
organization can increase the number of influencers and their relationship with them by 
evaluating specific metrics and determine the best tactics to reach them. Before deciding 
on the specific metrics to evaluate, each organization needs to determine its social media 
communication goals. The metrics evaluate progress to these goals (Dubois 2011).   
A goal to consider is regarding an organization’s ability to obtain and retain 
influential social media communication with the right influencers. In order to determine 
which constituents are the right influencers with which to develop relationships, an 
organization designs and conducts experiments. During this process, the organization 
evaluates specific metrics to discover which constituents respond to specific content and 
which constituents create influential messages to a larger, beneficial constituency. Once 
these metrics have been evaluated and the right influencers have been determined, trust 
and personal reach help develop relationships, and the evaluated metrics determines how 
to appropriately communicate with these relationships (Dubois 2011).  
Dubois (2011) has set aside specific metrics about how this goal was achieved. 
The metrics that are beneficial in evaluation of this goal include: the amount of influence 
between relationships, the effects of influence (an action, like a new membership or 
renewal), and engagement (through social media listening platforms like Facebook 
Insights and Hootsuite). The first two sets of metrics can be difficult to determine due to 
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the qualitative manner and the fact that the data is not compiled in any social media 
listening platforms. The third set of metrics is easier to find, but if there is no 
predetermined factors for evaluating these metrics, they may not be relevant enough to a 
specific organization to be actionable (Dubois 2011).  
There are many other goals that can be addressed and evaluated by metrics. 
Specific goals of PPAC are addressed in this thesis and include tactics for evaluation and 
improvements. As Dubois pointed out, it can be difficult to evaluate some of these 
metrics due to the qualitative manner and lack of compiled data. However, there are 
available metrics that can be determined and evaluated for each specific goal. If the 
metrics are appropriately evaluated, this data can be used to improve the social media 
communication between an organization and its stakeholders.  
 
 
 
 
 
 
 
 
 
 
 
 
  
4 29 
 
 
CHAPTER 2 
Background information about the specific arts nonprofit organization 
The Philadelphia Photo Arts Center (PPAC), is a nonprofit 501(c)(3) 
organization devoted to photography in the Philadelphia region. The organization fulfills 
this mission by offering educational programs, exhibitions, lectures by practicing artists, 
and affordable access to professional equipment for artistic creation. The organization is 
a resource for the regional community and targets both practicing artists as well as 
enthusiasts of photography. PPAC provides needed services and instruction while 
promoting the relationships and connections that lead to a more vibrant photography arts 
community. 
The Executive Director founded the organization after completing a master’s 
degree and becoming an established professional artist. The Development Director 
ensures that the organization is supported and funded by stakeholders and the 
community. The small, diligent staff and board ensure that the organization’s mission and 
goals are realized. The organization continues to build capacity and influence in the city 
of Philadelphia 
The organization was modeled after other successful organizations in order to 
provide essential resources for the construction of a vibrant and influential community for 
photography and to keep working artists living and working in Philadelphia. The existing 
resources in Philadelphia were analyzed to identify the needs of local community 
members. One of the primary needs that emerged was affordable access to digital 
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photography equipment in a community setting, since many contemporary artists 
regularly use digital technology in their practice.  
The organization exists to ensure that contemporary artists and enthusiasts can 
continue to learn and grow as the medium of the art shifts through technologies. PPAC 
wanted to create a social media strategic plan in order to deepen its communication with 
its photography community. They determined that social media has a growing presence 
in the world of technology and communication. In order to maintain communication with 
its stakeholders, the organization needed to develop a social media strategy. 
The organization is reliant on diverse and devoted interns that have a strong 
background in the arts. The interns assist with exhibit installations, at opening receptions 
and events, and assist with other tasks and events. An intern will receive the plans and 
metrics, becoming responsible for the new social media plan and extenuating the 
evaluative measures set in place. It was especially important that the staff was able to 
determine the capacity for implementing the plan. 
 
Formulation of the Strategic Plan 
 The task of the social media internship at the organization was to create a social 
media strategy for the nonprofit organization by determining objectives and the intended 
audience, engaging the intended audience in social media communication and developing 
relationships with them through the organization and creating a method for evaluation.  
 At the beginning of my internship, the staff and I held an initial meeting to 
determine the specific goals of the strategic plan. The strategic plan was to include the 
following strategy development aspects: preliminary “need discovery” strategy session, 
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social media brand placement and environmental scan for the organization, social media 
best practices and survey of competitor marketing, careful analysis of existing and 
relevant metrics and analytics, recommendations on marketing tone and positioning, 
recommendations for posting activities that will boost social media effectiveness, 
recommendations on measurement and a social media dashboard, specific ideas on 
community-building strategies that will lead to greater influence and a viral Internet 
presence, recommendations on how to practically resource the staff, ongoing program 
management and budget, and a written report and strategic plan.  
 
Determining the Audience 
As the selection of metrics began, it was necessary to really understand “who” the 
metrics would influence and impact - people were using social media, how were they 
using it and were they involved in communicating and developing relationships. The list 
of members and lapsed members was broken into the people who had social media 
presence and those who did not.  From the list, it was easy to determine that the social 
media members were more likely to stay active in real life and that even lapsed members 
were still participating online and in real life. By the end of the internship and through 
many social media experiments, the number of members with social media presence 
increased dramatically. 
I asked if we should contact teens that have been involved in teen classes, camps 
and the teen program. Although it is important to reach the teen demographic, we 
determined that the main target focus for the current plan were the current members and 
potential members. The teen segment did not make up a large enough segment to target 
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as a separate audience and possible tactics would not redeem enough return on interest; 
with the time spent trying to communicate with the audience, PPAC would not achieve 
an effective communication. 
 
Determining Efficient Social Media Platforms 
My research was inclusive of Facebook and Twitter primarily, as well as 
experimenting with secondary platforms and applications. I used Hootsuite, Facebook 
Insights, Google Analytics to research the two platforms. I tested other evaluative sites 
through Rapleaf, Klout, Edgerankchecker. There are various platforms to evaluate social 
media; I researched options and found ones that were most efficient. We determined 
effective platforms by evaluating the audience presence and by using outside research to 
determine the overall popularity of various platforms. Another way I conducted research 
was through influencers on social media, blogs, articles, webinars, guides, etc. 
The platforms were chosen for the social media strategy based on metrics and 
findings about the stakeholders; and as social media presence and relationships were 
analyzed. For example, metrics from early experiments with Google + and Pinterest 
determined that members were simply not available on those networks. A microplan for 
Pinterest- a platform of boards in which users can post photos - was intended for posting 
blogs of Philadelphia photo artists, photo-of-the-week contests and information about the 
organization. I realized that not many members were on Pinterest; in order for them to be 
able to participate in the contest, they would have to have a Pinterest account and would 
have to follow at least one of the PPAC boards. The restrictions and small reach 
determined that it was not an appropriate method or time to implement Pinterest into the 
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tactics for the six-month plan. Although these two platforms are not currently efficient for 
PPAC members or staff, plans were included for possible future utilization.  
 
Determining Metrics and Evaluation of the Strategic Plan 
 There are many metrics that can be followed by an organization. Metrics are 
selected by each individual organization to fit their strengths and needs.  
  Once the “audience” metrics were determined, other metrics of the 
research and development of the strategic plan were determined. During weekly 
meetings, the Executive Director, Development Director and I would review compiled 
research data to determine which metrics could most practically be related to the strategic 
plan. As we reviewed the compiled data, we revised metrics and strategic plan according 
to the following key aspects: the ability to easily comprehend and use every piece of 
information, the specificity and validity of data, the relevance and necessity to continue 
tracking specific data, and the ability of the staff at the PPAC to make every aspect and 
suggestion of the plan actionable. 
Questions were raised about the validity of Facebook Insights and Google 
Analytics data. In many cases, it was difficult to understand how certain data was 
gathered for the compilation. Misunderstanding data can be detrimental to any strategy; 
metrics either required clarity or were omitted from evaluation. 
 In Facebook Insights, an algorithm pulls data regarding reach, a specified 
target metric for PPAC to track. For each post, Facebook will measure the reach (the 
number of unique people who have seen each post), how many users are engaged (the 
number of unique users who have clicked on each post), how many users are “talking” 
  
4 34 
about the post (the number of people who have “created a story” by liking, commenting 
or sharing about each post), and the virality (the number of people who have seen the 
post because of another user’s story about each post). Facebook tracks posts for 28 days.  
I started by tracking all of the data that could have possible relevance for the 
Philadelphia Photo Arts Center. As our meetings progressed, we narrowed down the 
metrics that would be suitable and manageable to track in the future. It was also 
important to assess whether all of the information would be actionable for the PPAC; the 
information must have some relevance that could be used for audience engagement 
techniques, marketing planning, or to compare to other metrics.  
For example, posts can be cross analyzed through various evaluative tools to 
fully understand how traffic is engaging stakeholders and peers with content and moving 
them to other pages. In Facebook Insights, I primarily tracked the reach, amount of 
clicks, likes, comments and shares. You can also view the days with the highest amount 
of traffic directed to the Philadelphia Photo Arts Center through Google Analytics. I 
determined correlation with popular Facebook posts regarding PPAC events and 
members with the days that yielded peak traffic to the website.  
There is another aspect of Google Analytics that tracks the sources of reference 
to the website. The source options are Direct and Referral. In the Referral option, it is 
possible to track the social media referral to the website. However, since every social 
media post does not provide interested viewers direct access to the website, some viewers 
may be inclined to visit the website via other search methods. Since their website visit 
was inspired by social media yet tracked by another method, this source of metrics cannot 
be used as a valid source of data.  
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The next task was to use metrics to determine specific content to engage the 
stakeholders. There were several different topics that achieved much member 
participation. Some of them included member updates about upcoming exhibits and 
achievements; grant updates and financial status for popular projects; photographs of 
members at events; photography lifestyle news and memes, etc. Efficient posts were 
tracked in a spreadsheet of metrics to be used for future posts; based on Facebook 
Insights, specific benchmarks determine which posts are most successful or unsuccessful 
in each post topic for engaging stakeholders. For example, the par for a successful post 
might reach over 700 people on Facebook, generate over 20 clicks on Facebook, and 
might cause more than two people to like, share or comment on a post. An unsuccessful 
post might reach under 500, generate 0-5 clicks, and initiate zero likes, shares or 
comments. In a spreadsheet, PPAC is tracking the par of most popular posts and least 
popular posts based on the Facebook Insights metrics: clicks, likes, comments and shares. 
 The most popular post was a meme that showed photographs of people taking 
photos in multiple ways with various names that labeled each way of shooting a camera. 
The meme was titled “Which One Are You?” and it reached 1,968 people, generated 453 
clicks, 94 people “liked”, 32 people “shared” and 28 people commented on the post. 
Through Hootsuite, the post generated retweets and comments. Examples of other 
popular posts were mostly regarding positive posts about the organization and 
photography lifestyle.  
Limitations to this form of metrics mostly arise with links. If there is no link, 
then the post is less likely to be shared or clicked and decreases the chance for it to cause 
audience engagement. Sometimes, links direct the attention of the stakeholder to away 
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from the social media site. There is the possibility that they will not return their attention 
to the page, but it is possible that they would like to share their opinion about the link. 
Another possibility is that by viewing relevant links, they will feel more inclined to return 
to the organization’s page and engage in the future. When possible, an organization 
should use a link to direct viewers to the organization’s website. 
By evaluating specific metrics, it is possible for an organization to determine how 
they can best reach stakeholders and engage them on social media. The specific metrics 
should be selected as a method to provide accessible and actionable improvements to the 
communication strategy. Through these actionable metrics, an organization can 
determine ways to improve reach and to communicate with stakeholders.  
 
Communication Techniques, Experimental Projects and Evaluation 
Live Twitter Event:  
The Organization hosted a well-attended opening reception for the 3rd Annual 
Photography Exhibit. The exhibit was a competition juried by professional 
photographers, over 400 applicants and 44 participating artists.  
For the opening reception, PPAC staff decided to experiment with a live twitter 
event to determine if we could engage any of the guests through social media. We created 
a hashtag and began distributing the word on Twitter and on the event invitations on 
Facebook. We created a flier to be displayed during the event that included the hashtag 
and made suggestions about what guest could tweet. One of the greatest successes of 
distributing the information on Twitter was gaining increased publicity for the exhibit. By 
tweeting at Philadelphia organizations and newspapers, several retweeted to advise their 
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followers. This intra-group communication allowed access to many more audiences as 
some of these organizations have over a thousand followers. We also tweeted at artists 
that were included in the show to let them know about the opening and live twitter event.  
During the show, two guests struck up conversation, which we joined and 
developed through two-way communication. We were also able to track tweets that 
occurred after the event due to the use of evaluative sites like Hootsuite. All of the 
conversations were logged in the metrics spreadsheet. This communication experiment 
yielded metrics that allowed the organization to determine its key audience influencers on 
social media and the community organizations that could be influencers or collaborators. 
 
Social Media Photo Contest 
At the beginning of the internship, we discussed a possible monthly online photo 
contest for the members so I researched the best way to implement a photo contest. In my 
initial review of social media photography contests, I discovered multiple platforms and 
tools, reasons for the contest, degrees of success and methods for getting people involved. 
By evaluating social media metrics about members on different platforms during 
experimental tactics and qualitative data from communication with members, we were 
able to decide on the most efficient strategy for communicating and hosting the photo 
contest. 
Pinterest was a potential platform to use for the photo contest. We opened an 
account, began boards of Philadelphia photographers’ websites, photos from events, etc. 
Once the platform was initiated, we added a link to the Facebook account, marketed the 
Pinterest account and the possibility of a Pinterest photo contest. On Facebook, we asked 
  
4 38 
our fans if they would be interested in a photo contest on Pinterest but did not receive 
much response. After that, I asked specific members in private Facebook messages about 
their desire to participate and many replied that they were interested but did not have a 
Pinterest account. Furthermore, to participate in a Pinterest board for the contest, a 
potential participant would have to have a Pinterest presence and follow at least one of 
the organization’s boards. The challenges outweighed the benefits and we decided to 
research other platforms. By studying this experiment, we weighed metrics about 
audience presence on the platform and qualitative responses from members and 
influencers. 
Another option was to create a photo album on Facebook, where people could 
either email the photos to the organization and PPAC could post them in the album or 
people could tag the photo at the Philadelphia Photo Arts Facebook page. While 
researching Facebook photo contests, I discovered several policies regarding Facebook 
contests. Facebook requires that all contests should be held through a Facebook 
application. There are a variety of applications that we had to choose between, most of 
which required money and provided various benefits to the organization.  
For the first month, we decided to use an app that offered a free trial period as we 
evaluated the engagement of the photo contest. Some of the benefits included a simple 
and aesthetic platform; a button that could be linked on influencers pages; time periods 
for photo collection, voting, and selection; the ability to allow visitors to select the 
winner; and metrics for evaluating success.  The first month engaged nine entrants and 
two tied entrants at nine votes each. Although the first month revealed improvement, 
members began asking about the theme for the following month. By evaluating 
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qualitative and quantitative metrics, we found that a Facebook application is the most 
effective platform for communicating and hosting the PPAC social media photo contest. 
 
Conversing with Stakeholders: 
Conversing with stakeholders through social media helps organizations develop 
relationships through another source of communication. This communication refers to the 
interpersonal communication theory specified in the literature review. By communicating 
with stakeholders on social media platforms through social media messages and asking 
direct questions about their social media experience with the PPAC, we were able to 
determine social media communication metrics and conditions that influenced the social 
media strategy. 
Social media communication between individuals can be an expedited source for 
communicating messages with immediate access to links, photos, updates and other 
information. I began my research with evaluating Facebook Insights data and researching 
other reports and best practice. Then, after understanding the basis for the data, social 
media background and current literature research, I implemented more direct 
communication with members and influencers to evaluate through specified metrics. In 
the beginning, we found that communication was especially efficient when personable 
and relative to real-life participation.  
Real-life communication is still necessary with social media communication. The 
following descriptions are examples of how social media and real-life communication 
with stakeholders is an important aspect of a social media communication strategy. I held 
a Twitter conversation with a member as through the organization’s profile. The 
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conversation began when a member posted photos of himself using the PPAC printing 
lab. The organization Twitter profile retweeted the photos by complementing his photo 
and requesting a link so it could promote his achievement. A few weeks later, he stopped 
into the PPAC location and alluded to the conversation on Twitter. He told a staff worker 
about the upcoming show; the exhibit was added to the Organization’s social media 
presence and achieved post success with clicks, comments, sharing and retweets. Later, 
another member was dropping artwork at the location and hinted that he noticed other 
member’s shows that were posted on the Facebook page. He mentioned a show that he 
and several other Philadelphia artists were in.  We publicized the exhibit – which 
included six members - on Facebook and it unleashed a stream of likes, comments and 
shares. This post also achieved social media success according to the Facebook Insight 
metrics.  
 As individuals in the organization carry out conversations with specific 
stakeholders, it is important that the rest of the organization is updated on the 
communications. This transparency will assist the future development of the relationship 
in real-life and in social media. In one instance, an interested guest initiated 
communication with the Organization and a screenshot was taken of the following 
conversation and sent to the executive director. In the communication strategy, it 
recommended that every important conversation be recorded as qualitative metrics. These 
conversations with clients, participants and members should be screenshot and sent to the 
Executive Director and Development Director so all staff are engaged with the 
conversations and have access to the communication between specific participants and 
PPAC. It also allows them to engage with the participants when they participate in real 
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life events and activities. It is important that all communication is fluid and transparent.  
One of the final phases of research was to reach out directly to key influencers, 
members, and target audiences. I contacted nineteen current members with active social 
media presence and six lapsed members with active social media presence; both current 
members and lapsed members replied. The stakeholders were very willing to share 
information that would be of use to the organization’s social media strategy. In one case, 
a social media influencer and real life participant even gave her email to improve 
communication accessibility. Responses revealed that Facebook and Twitter heavily 
influenced stakeholders regarding upcoming events, local and lifestyle updates, etc. 
Respondents also claimed to appreciate contest opportunities, photographs – especially 
ones that permitted the ability to tag each other, and the ability to share upcoming events 
with ease.  My initial contact was initiated in a private message via my personal 
Facebook profile. This message can be viewed in the appendices. 
 Another way to engage stakeholders in an organization is through surveys. Near 
the end of the internship, we devised a member survey that would help the organization 
determine how stakeholders would be most involved in real-life activities. The survey 
that was designed has not been implemented or coded. It included questions about 
demographics, past participation and possible future participation. Included in the survey 
were questions that referred to social media and how individuals used social media to 
communicate and develop a relationship with PPAC. Once the survey has been collected 
and assessed, the metrics quantitatively assess how the PPAC can create a more engaged 
experience for the members.  
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Conversing with Peer Organizations 
 Group communication theorists would be concerned with the aspect of social 
media communication within a community, the development of social media 
relationships with peer organizations, and how an organization can use social media for 
internal communication. In nonprofit organizations, group and internal collaborations can 
be successful and influential ways to expand reach and the realization of the 
organizations’ missions. Social media is a communication platform that can be used by 
nonprofit organizations as a resource to scope out and communicate with other 
organizations about identities and collaborations. 
In one instance, an influential member who was involved in the social media 
and real-life activity was communicating with the organization through Twitter. The 
conversation led to a specific PPAC program becoming a topic of interest to another 
Philadelphia organization. The other organization publicized the program, planned an 
activity for its members to participate and for its members to potentially volunteer for the 
program. A leader of the interested organization held a meeting and the meeting was 
reviewed in press, thus gaining press for the upcoming program. A leader also scheduled 
a meeting with the Executive Director to learn more about PPAC and how to become 
further involved in the future. 
In another instance, a conversation was initiated with a person from the Schuylkill 
Action Network when a staff member suggested that our stakeholders might be interested 
in participating in their photo contest and that we should repost the contest details on our 
social media. We developed a relationship by conversing about capacity building for 
organizations through social media and shared resources. Also, by posting invitations and 
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spreading the word through social media, it allows organizations to provide links directly 
to information. Direct links expedites the collaboration process between organizations 
and the communication process between the organization and its stakeholders. It also 
allows increased involvement in real-life activities and other social media activities like 
photo contests or live twitter events.  
Organizations may also communicate through social media with foundations 
about program updates, evaluations, asks, etc. PPAC was recently awarded the Knight 
Arts Challenge, a premier and highly competitive matching grant awarded to various 
Philadelphia arts organizations. As a part of the award contract, the PPAC agreed to post 
updates about their upcoming program and grant.  
One post regarding the Knight Arts Grant was asking for final donation amount to 
complete the match challenge. The small ask was posted on Facebook; within an hour, a 
donor offered a suitable lump sum. Through the evaluative data and metrics, PPAC staff 
found that this member did not have a presence on Facebook, but was an active user of 
Twitter. All of the Facebook posts are linked directly to Twitter, leading the assumption 
that this member was reached through Twitter. In excitement, PPAC posted the update 
and requested the final amount. Although there was user engagement (click-throughs and 
likes) on the first post, the second received zero. Based on the comparison of metrics in 
the spreadsheet, it can be assumed that the second funding ask was unnecessary. 
Once PPAC received pledges for the entire grant, the Executive and Development 
Director created a plan to update members, donors and the Philadelphia community with 
the good news. First it was necessary to finalize and confirm the information in order to 
validate the statement before broadcasting it into the social media megaphone. They 
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needed to inform the most important stakeholders privately to validate their importance in 
the grant process. They also needed to update the website so that social media viewers 
would have an actionable link and their social media participation with PPAC might lead 
to further their real-life participation and communication with PPAC. Finally it was time 
to broadcast on social media. The posts on Twitter and Facebook were very similar and 
both included a link (which was shortened in Hootesuite).  
The post read: “Thank you for helping us meet the Knight Arts Challenge in only 
3 months!! Check out all the generous members and supporters at ow.ly/cDcXg.” Then, 
we tweeted at top donors with a twitter presence. These donors included individuals, 
organizations and corporations. These messages read: “Thanks for your donation to 
support Philly Photo Day 2012, Knight Arts Challenge = Mission Accomplished!” These 
posts elicited further conversation streams with stakeholders and other organizations. One 
photography organization that was targeted in these posts responded: “Looking forward 
to October 26th! “@Philaphotoarts Thanks for your donation to support Philly Photo Day 
2012"  
 
Limitations of Social Media Communication 
As I was researching members on social media, I observed many limitations in 
social media communication and evaluation. The source of data from Facebook Insights, 
Google Analytics, Hootsuite, etc. appeared to be indeterminate. At meetings, the data was 
discussed as we sought to validate the data. At times, research would provide the 
background of the sources, the details of how the sources were compiled or other 
descriptions about the metrics. In other instances, the sources remained indeterminate and 
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we had to elect to omit specific metrics from Facebook Insights and Google Analytics. 
This was especially the case in Google Analytics, which provided visitor flow charts and 
data about referral sources to the organizations website. While the data remains an 
interesting aspect to consider for the staff, the data was not deemed stable or validated to 
include as a determining evaluative metric. On Facebook Insights, the number of unique 
visits to the Facebook site was another metric that was deemed invalid for evaluation due 
to indeterminate sources.  
 Another source of limitations in social media communication is the Edgerank 
algorithm. Edgerank can deter messages from an individual or organization to another 
individual if there is not a relevant communicative relationship between the two entities. 
At times, it would be become necessary for me to “friend” specific stakeholders in the 
organization so that I could send them messages and initiate communication with them. 
By increasing personal and organizational communication efforts with the audience, an 
organization can increase its relevance and reach to the audience. By communicating 
directly with specific influential audience members, these influencers can also assist the 
organization in bypassing the Edgerank algorithm. If an organization has a specific 
audience, it is likely that they have a relevant communicative social media relationship 
that will help the organization’s messages reach more of the audience. 
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CONCLUSION 
 There are available metrics that make it possible to evaluate success and failure of 
social media use to communicate and develop relationships with stakeholders. The 
Literature Review and Case Study of the social media strategic plan at the Philadelphia 
Photo Art Center prove that a nonprofit organization should evaluate their social media 
strategies to improve communication with its audience. They also prove that the selection 
of metrics is a task that might require diligent research. Evaluation of the quantitative and 
qualitative metrics helps the organization remain relevant and develop relationships with 
stakeholders by obtaining knowledge about what is most important for them to see on 
social media.  
 There are some sources of available metrics that are more relevant for some 
organizations than others, as each organization may have various strategies and needs. As 
each organization determines what actions and engagements it would like to incur from 
social media communication strategies, it determines a personalized set of metrics. There 
are metrics and evaluative sites, but do not all offer much leverage for improving a 
communication strategy for every organization. In order to avoid these metrics and sites, 
each organization determines how each metric is leveraged into an actionable 
communication strategy before using resources to track and implement a specific metric.  
 There were three questions that this thesis was intended to answer. The first was 
addresses the creation of a social media strategy. Second, what metrics should be 
considered and what can they tell organizations about their communication capacity? The 
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metrics vary between quantitative and qualitative, evaluative platforms. The metrics 
should always be determined based on the organization needs and audience needs. The 
metrics can be very informative if they are selected in such a way that they will tell the 
reader how they can improve their communication capacity. This means that metrics 
should be selected if they can clearly be applied in an actionable plan. 
 The third question was how does an organization know if the metrics are 
successful and what can be done to improve the plan? Once the organization has selected 
the metrics, they determine if the metrics are actually improving their ability to 
communicate with their audience. If the organization is able to use the metrics by 
creating informational databases that help the staff understand how to communicate with 
the audience, then the metrics can be considered successful. Other measurable outcomes 
of successful metrics might include more traffic to the website and increased numbers of 
engagement on the social media sites and in real life. 
 Based on the case study at the Philadelphia Photo Arts Center, specific metrics 
were chosen to evaluate in the future that would affectively improve the social media 
communication strategy while others were determined to be unclear and not useful. Some 
metrics were chosen about the social media presence of members, the participation of 
members on social media platforms and in real life, the qualitative data compiled from 
conversations with audiences and data from various platform experiments. These metrics 
helped PPAC understand what aspects of the organization were most relevant to members 
and how the members would most likely continue to support and communicate with the 
organization in the future.  
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 There are still many aspects of social media communication that need to be 
evaluated and clarified by social media administrators in order to improve social media 
use and communication for organizations and their audiences. Future research in social 
media metrics might include in depth research on evaluative websites like Facebook 
Insights and Google Analytics to clarify the sources of data and how to use the available 
metrics to improve social media strategies.  
 Overall, social media is a method of communication that should not be 
underestimated by nonprofit arts organizations. It can be an important tool to connect 
with specific audiences, develop key stakeholders and improve the ability of an 
organization to realize its mission. By implementing a highly personalized strategy and 
actionable evaluative metrics, social media communication has improved the 
communication between the organization and the stakeholders and within the 
Philadelphia Photo Arts Center. 
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Appendix A: Sample Social Media Plan 
 This is a sample plan derived from the social media strategy I created for the 
Philadelphia Photo Arts Center. It helps readers understand the premise of the social 
media strategy, what metrics were evaluated and how the metrics improved the strategy. 
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Appendix B: Sample Metrics 
Member Social Media Presence 
 These metrics were used to determine the social media presence of current 
members and lapsed members. By using these metrics, we could track how members 
participated on Facebook and Twitter and compare that data with how they participated 
with the organization in real-life. This helped PPAC understand their members activities 
and communication styles. 
 
 
Influencer Metrics 
 These metrics helped PPAC evaluate how people were communicating about its 
programs, events, and resources. It allowed PPAC to understand which individual and 
organizational influencers to target with messages. 
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Benchmark Metrics 
 These metrics helped the organization evaluate what kinds of messages were most 
successful in eliciting two-way conversations with audiences. By tracking these metrics, 
PPAC could determine what messages to emulate in the future. 
 
 
Reach Metrics 
 These metrics helped determine at which points during a month communication 
was most efficiently reaching the most people. We decided that the data was not direct 
related to the improvement of the strategy and this data will not be tracked in the future. 
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Google Analytics Metrics 
 These metrics were compiled from an extensive flow chart on Google Analytics. 
We decided that the data was not direct related to the improvement of the strategy and 
this data will not be tracked in the future. 
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Appendix C: Letter to Stakeholders with Social Media Presence 
 
Hello (insert name),  
I am an intern at the Philadelphia Photo Arts Center. I just wanted to 
thank you for being a member and a Facebook follower. 
The scope of my internship is to create a social media plan for 
(Organization.) I hope that you will share any upcoming announcements 
with us. You can message the (Organization) page so that we can share 
them on our Facebook and Twitter. 
I also wanted to get your opinion. Is there any sort of 
information or content that you would like to see on our social media? How 
often are you on Facebook and is Facebook a good way to reach you with 
updates and news? 
Thank you so much! 
Meagan Dion 
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Appendix D: Key Terms and Definitions 
Facebook: 
Edgerank: the algorithm used by Facebook that assesses what information is 
posted on an individual’s timeline. It is based on the closeness of the relationship 
between two entities, the relevance or valuable nature of the content and how long 
ago the content was posted. 
Timeline: a reverse chronological display of an individual’s history on Facebook 
and in life as the individual chooses to record it. Ex.: the PPAC timeline might 
include posts about upcoming events, photos, links, etc. People can comment, like 
and share these stories, adding the stories to their personal timeline.  
Like: an individual can choose to “like” a comment on a timeline or “like” a page 
for an organization or group. 
Privacy settings: an individual can choose to block certain people from seeing 
certain things on their timeline as well as block certain people and information on 
their timeline.  
Google Analytics: evaluative tool powered by Google that provides quantitative statistics 
about the visits to a website. 
Hootsuite: social media dashboard for managing and evaluating multiple platforms.  
Klout: measurement of overall online influence. Scores range from 1 to 100; higher 
scores represent a wider and stronger sphere of influence (Dubois 2011). 
Key Influencers: people, groups or organizations that are able to influence others about a 
purchase, brand, event, etc., by making their own opinions heard. 
Pinterest: a social media platform that allows users to collect pictures and links of 
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interest into a pin-board style sharing website.  
Postrank: technology company that monitors and collects social engagement with online 
content to gauge influence and reach with audiences (Dubois 2011). 
Social Media: interactive Internet platforms through which individuals are able to create 
and share user-generated content.  
Twitter: an information network where the Internet public can read, write and share 
messages of up to 140 characters. Followers of a Twitter profile can receive every 
message in their timeline - a real-time feed of all the accounts they have subscribed to or 
followed on Twitter.  
Hashtag: a way to categorize and track messages by preceding a word with #. 
Mention: a way users can draw attention to a specific account and allow other 
users to link to that account by preceding it with the @ symbol, eg: "The opening 
reception was great @JaneSmith” 
Message: a way users can send a private Tweet to a particular user who's already 
following you by preceding the message with DM or D to direct-message them, 
“DMJaneSmith Have you submitted your exhibit information?” 
Retweet: a way to share another person’s tweet as a personal tweet by clicking 
Retweet below the original tweet to forward it to your followers instantly. By 
preceding the message with (RT@), a retweet can be directed at a specific user. 
Reply: a way to reply directly and publicly to a person’s tweet by preceding a 
message with @JaneSmith or hit reply button to post your message in reply. 
Tweet: a post in the Twitter platform. 
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